Mobilizing a Sales Army of 
100,000 Cut-Outs 


The Crescent Tool Company has centered the greater 
part of its advertising on an unusual type of 
window and counter display 


UT yourself in the place of a 

manufacturer whose product is 

one which can be sold only to 
the occasional person who has a spe- 
cial need for it—a line of wrenches, 
for instance—how would you go 
about advertising it? 

Stock the hardware jobber and 
dealer? Yes, that’s the first move. 
But after you have stocked them you 
must do something which will cause 
them to remain enthusiastic boosters 
for the line. And only one thing 
will do that in a lasting way—con- 
sumer sales. 

The Crescent Tool 
Jamestown, N. Y., has faced exactly 
this problem with exactly the same 
sort of product—wrenches and small 
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cases the Crescent cut-outs are 
worked in with displays featuring 
other products. ö 

The Crescent Tool Company is 
making this little cut-out the back- 
bone of its advertising campaign. 
Over 100,000 of them have been 
supplied to hardware dealers all over 
the country. This little mechanic 
figure appears in consumer advertis- 
ing running in national publications, 
together with the slogan, “Your 
hardware dealer sells Crescent 
Tools.“ The rather extensive direct- 
by-mail campaign to dealers is based 
largely on an effort to induce the 
dealers to make use of the little cut- 


outs. 
H OW this dealer campaign is car- 
ried out is shown in a typical 
broadside which has been successful 
in opening up new accounts and get- 
ting established Crescent dealers to 
make use of the cut-outs. It is a four- | 
page folder, folding down to the size | 
of a No. 10 envelope. As you open 
it, the first fold shows a cartoon—a | 


The big inside spread shows how 
the Crescent cut-out can be applied 
to window displays, counter and 
showcases, 

Six cut-outs, together with a set 
of window cards, are sent out with 
every display case shipped from the 
factory. Thousands have been dis- 
tributed in response to direct-mail 
and trade-paper advertising inquiries. | 

e success of this campaign, to a 
Certain extent, is due to the fact that 

Crescent cut-out is a type of dis- 
play which the dealer really will use. 
It gives color and life to a window 
full of tools when otherwise there 
would be little attention-getting value, 
and the dealer seldom throws the cut- 


| Outs away. The cut-outs are so small 


that there are a hundred places inside 
the store where one or two can be 
used to advantage. 


tools—and after experimenting with 
other methods has come to the con- 
clusion that very good results are ob- 


man walking along the street past a| 
hardware dealer's window with his 


tained by the use of a rather unusual 
type of cut-out for counter and win- 
dow displays. 

It has mobilized 100,000 little 
cardboard mechanics to help it sell. 
These mechanics are small cut-outs, 
six inches high, printed in two colors. 
There is an easel on the back of 
each figure which has slots across 
the top of it, in which a Crescent 
wrench or some other Crescent-Smith 
& Hemenway tool may be laid, the 
| handle of the tool extending out over 

the shoulder of the figure, and in 
| front of the upraised hand, conveying 
| the idea that it is being carried over 
the mechanic's shoulder. 

These cut-outs are used in an al- 
most unlimited number of ways, 


This little fellow is one of the cut-outs used 

by the Crescent company to promote in- 

terest in dealers’ windows and counters 

He usually carries a wrench over his 
shoulder. 


ranging from a single little mechanic, 
with a wrench over his shoulder, 
placed on the counter, to window dis- 
plays containing a score of t 

Often the cut-outs each carry one 
tool. Sometimes two of them are 
shouldering a single tool. The use 
of these cut-outs makes it possible 
for the dealer to change his window 
displays into endless combinations 
and still use the same medium over 
and over again. The window need 
not necessarily be devoted exclusively 
to Crescent tools. In hundreds of 


little son by the hand, while the pro- 
prietor stands out in front. 

“Papa, why do they have such big 
windows in front of stores?” asks 
the youngster. “Oh, I suppose it's 
to let the light in and save electric- 
ity,” replies Dad, while the proprie- 
tor registers consternation at the 
apparent effect his show window is 
having on the public. 

Then you open up the next fold | 
and you find out how windows can 
be made attractive by use of the 
Crescent cut-outs. It tells the story 
of Joe Binks, and how he learned the 
big truths about window displays. 
The story is told in a light, interest- 
ing style and puts the message across 
with the aid of smaller cartoons, 
illustrating the various points. 


